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With the development of Internet technology , the number of Y generation who 
use social media is bigger and the time they spent on social media is longer than 
before. In addition, they use them more frequently. The phenomenon is great 
challenge for brand communication. The characteristics of social media make it great 
advantage to brand communication and because Y generation deeply addicted with 
social media, they are easily effected by brand information on social media. This 
paper uses qualitative research methods, quantitative  research methods, literature 
research methods and case analysis methods to research the relationship between 
brand communication on social media and Y generation’s brand value concept. Based 
on the conclusion above communication strategies and executive managing strategies 
are put forward by the paper to improve Y generation’s brand preference and brand 
loyalty. 
The main content of the thesis lies in four chapters.The first chapter introduces 
the study origin, research purposes, research objects, the definition of basic concepts,  
literature review, research methods, Innovativeness and research difficult points. The 
second chapter analyzes relationship between social media and brand communication, 
which is analyzed in view of brand awareness, perceived quality, brand association 
and brand loyalty. The advantages of brand communication in social media is 
analyzed and by qualitative interview we prove that social media improves brand 
communication effect.In chapter three we mainly use qualitative and quantitative 
research method to study relationship between social media and Y generation’s brand 
value concept. We describe Y generation’s consumption psychology idea in five 
aspects and their concept of media in three respects. In section three we analyze 
Social media’s influence on Y generation’s brand awareness, their brand credibility 
and brand feelings, and their brand loyalty. In the fifth chapter cases analysis method 
is put into use in communication strategies for Chinese brands. Word of mouth 
strategy should be pay attention to in social media communication. Increasing the 
involvement of the consumers in brand interaction will do great good to brand value. 















one of them. Communicate brand information in emotional ways through integrated 
channels based on consumer’s brand contact points. In communication social 
customer relationship management strategies should be emphasized to maintain 
intimate relationship with consumers. In addition, execution and management 
strategies and suggestions are mentioned in this chapter such as brand communication 
plan, interactive platform construction, interactive coordinated management and 
motivation management. 
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第一章 绪 论 
第一节 研究缘起 
随着互联网技术和传媒科技的迅速发展，社会化媒体成为用户分享信息和传









以 80 后和 90 后为核心的青少年已经成为市场消费的重要群体。尼尔森近期
一项针对近 4000 个快消消费品牌的研究显示，尽管 2013 年的全年平均增幅仅为








                                                 
































美国购物平台 Wanderful Media 在 2012 年对 1000 个美国消费者进行购物调
查，结果表明 91%的消费者在消费前都有过上网经历。其中 37%的消费者从社
会化媒体中了解商品及反馈信息。根据 PR Newswire 的统计，89%的消费者在作
出购买决策之前会用搜索引擎搜索信息，如今社会化媒体的公信力已经越来越被
搜索引擎重视和使用，成为重要的排名因素之一①。 
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调查咨询机构 Infosys 在 2013 年 12 月通过网络调查和电话调查，对 1000 名
消费者、50 名零售商的营销管理人员进行访谈，调查结果表明 90%的消费者在
网络上的社会化媒体品牌站点的参与度比起它们自己品牌的官网上的参与度要
高。在 Facebook 平台上，消费者互动率为 38%，而这些消费者与品牌网站的互
动率只有 36%。89%的在社会化媒体上与品牌进行互动的消费者认为这种互动影
响了它们的购买决策。① 









场规模达到 753.1 亿，中国网民社会化媒体使用时间达到 32.18 亿小时。 
全球调研咨询中心凯度公司（Kantar Worldpanel）于 2014 年 1 月 21 日发布
的《2014 中国社会化媒体影响报告》。本次调查利用了大数据挖掘，微博文本
分析，以及网上调查三个渠道，共覆盖 60 个中国城市，7.4 万个样本以及 300 万
条新浪微博内容。“这个研究项目让我们清楚地捕捉到了中国社会化媒体用户的
行为和态度，”凯度公司传播总监曼迪·浦乐表示。 
调查从 2013 年 3 月至 8 月在中国一至四线 15-69 岁 60 个城市的 53700 的城
镇居民进行连续性调查，网民数量占居民数量的 65%，使用社会化媒体的用户占
网民数量的 43.8%。中国社会化媒体用户在 80 后 90 后人群中社会化媒体的渗透
                                                 
① PRNewswire，NEW YORK, January 14, 2014，Consumers Interact with Retailers' Facebook Pages More than 




























进行。在美国，人们在 Facebook 上面每月耗去 1 亿 1 千 4 百万分钟，Instagram
每个月耗去了 800 万分钟，在 Twitter 上每月耗时 530 万分钟。 
复旦大学传播与国家治理研究中心独家授权中国青年报发布的《中国网络社
会心态报告（2014）》表明，90 后是 爱在网上消磨“闲暇”时光的代际群体：
95.2%的 90 后用户时常在微博上“记录生活”；92.8%的 90 后时常在微博上“分
享心情”；92.0%的 90 后时常在微博上“消遣娱乐”。80 后 善于利用互联网







2014 年 6 月，由人人公司联合 AdMaster、AIESEC、Anomaly、广告门、
OneShow、青年志 TEDx、socialbeta、56 网等多家公司或组织机构共同创办的营
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